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ABSTRACT 
 
Since sport entrepreneurship has recently been proved critical to the sport industry success, herein, we tested 
conceptual model of entrepreneurial marketing for sport club managers in Tehran, Iran. In order to assess 
entrepreneurial marketing, club nature, performance scale, market orientation, and entrepreneurship 
orientation, standardized methods of measurements were applied. The face and content validity of the 
research tools were confirmed by experts of sport marketing while the construct validity was affirmed by 
Confirmatory Factor Analysis (CFA). Structural Equation Modelling (SME) was estimated using partial least 
squares method in Smart PLS software. Our results demonstrated that except for entrepreneurship 
orientation, there was a positive and significant relationship between all variables and organizational 
performance. Moreover, a positive and significant relationship was also detected between all variables, 
except for market orientation, and entrepreneurial marketing. According to the goodness of fit, the model 
fitness was good (0.621). Keywords: Entrepreneurial marketing; Nature of sport clubs; Market orientation; 
Entrepreneurial orientation; Performance. 
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INTRODUCTION 
 
Sport entrepreneurship has started to flourish since sport itself is very fast developing in Iran (Fallah, 2016). 
The great amount of financial trade in the sport industry, the everyday-changing lifestyle and leisure time of 
people, the ever-increasing national, regional, continental, and global sport events, professional sport and 
championship, and so on, all offer countless opportunities for sport entrepreneurs (Hickman, Lawrence, & 
Ward, 2005). When an entrepreneur is looking for new opportunities with limited resources, an innovative 
approach needs to be adopted towards this uncertainty in the environment (Becherer, Haynes, & Helms, 
2008). Regarding the development of the sport markets and related businesses in this field, the need for 
expanding sport marketing models is now very much acknowledged in sport industry. Also, the science of 
sport marketing has become a factor of interest to organizations and institutions over the past years. Most 
notably, this fairly new knowledge is applied by sport marketers to predict the consumers’ keep/drop decision 
(Lemon, White, & Winer, 2002). 
 
Marketing and, more specifically, market orientation, are now recognized as important factors in business 
performance. In fact, empirical evidence suggest that there is a significant relationship between the marketing 
and the entrepreneurial orientation of a company; where both are important elements of success for 
companies (Jones & Rowley, 2011). Despite the rapid changes, organizations are increasingly committed to 
implementing entrepreneurial activities in a dynamic global competitive environment in order to survive and 
achieve success (Kuratko, Ireland, Covin, & Hornsby, 2005). Studies show that the companies should benefit 
from more entrepreneurs in their marketing efforts when dealing with ambiguity and uncertainty in the market 
(Kilenthong, Hills, Hultman, & Sclove, 2010). Recognizing the importance of the interaction between 
entrepreneurship and marketing has led to the concept of “entrepreneurial marketing”. While some 
researchers believe that entrepreneurial marketing is important for all organizations (small and large), others 
have shown that this concept is more applicable to small business. This concept is defined as the process of 
actively identifying and exploring the opportunities to attract and retain profitable consumers through 
innovative approaches of risk management, resources leverage, and value creation (Jones & Rowley, 2011). 
It is also an integrated framework that includes a series of marketing activities that companies may use and 
consist of seven main dimensions. Four of these dimensions measure entrepreneurial attitude including 
forecasting, opportunity focus, computational risk acceptance, innovation, and other three dimensions 
measure the attention to customer, resources leverage, and value creation. The nature of companies and 
the role of entrepreneurship in for-profit organizations are fairly well-defined and there is a lot of evidence 
supporting the relationship between entrepreneurial orientation and market orientation in business firms, as 
well as a positive relationship between entrepreneurial orientation and market orientation in for-profit sector 
(Morris, Schindehutte, & LaForge, 2001). In a study conducted by Kilenthonget al., the relationship between 
the dimensions of entrepreneurial marketing and the characteristics of the company has been examined; 
however, they just considered three dimensions of age, size, and the ownership of the company. It was 
concluded that the relationship between company’s characteristics and entrepreneurial marketing practices 
is more complicated than expected and researchers need to have good criteria for determining the level of 
entrepreneurial marketing in companies (Kilenthong, Hultman, & Hills, 2016). Morris et al. mentioned that 
entrepreneurship seems to be more than just entrepreneurial practices (Morris et al., 2001). Respecting the 
reduced resources and the global financial crisis, more and more people are trying to apply entrepreneurship 
to new businesses; so that through marketing, value will be created for customers and therefore, businesses 
will flourish both in organizations and governments. Notably, the way that this value is created for 
shareholders could be beyond traditional marketing perspective. Hence, Becherer et al. and Keh et al. who 
were studying the nature of company, added another dimension of business domain to the concept of 
company nature (Becherer et al., 2008; Keh, Nguyen, & Ng, 2007). Pakdel et al. studied the relationship 
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between market orientation, innovation and customer loyalty, and the business performance of Pol Clothing 
Group and showed that an increased degree of innovation is related to the increase in the level of market 
orientation. This led to an increased innovation level in company performance (M. Pakdel, Nayebzadeh, & 
Dehghan, 2011).According to Boonchoo et al, organization characteristics including age and size have a 
positive relationship with entrepreneurial marketing while the ownership and management are positively 
associated with market orientation (Boonchoo & Tsang, 2013). Rezvani’s study showed that although the 
age of institute had a positive significant effect on the structure of the organization and the organization 
structure had a positive significant effect on the entrepreneurial marketing, institute size showed no 
statistically significant effect on neither the organizational structure nor entrepreneurial marketing (Rezvani, 
Shirkhodaie, & Khazaei, 2014). According to Moghadam et al, the entrepreneurial orientation influences the 
performance the organizations such as banks. They have stated that entrepreneurial orientation has a 
significant relationship with performance and an indirect relationship with market orientation which in turn 
affects the former mentioned relationship (Moghadam & Hejazi, 2014). Morris et al. examined the concept of 
entrepreneurial marketing in their research and identified six major dimensions of entrepreneurial marketing. 
Also, the advantages of having an entrepreneurial perspective have been examined in marketing. Their 
results showed that the ownership of the organization affects entrepreneurial marketing (Morris et al., 2001). 
A tradesperson with more entrepreneurial experiences uses the opportunistic marketing strategies which is 
predictive and usually uses leverage strategies (Becherer et al., 2008). Rauchz et al. studied the 
entrepreneurship orientation and company’s performance and suggested that there is usually a relatively 
strong positive correlation between entrepreneurial orientation and company performance with regard to the 
growth and profitability of the company (Andreas Rauch, Johan Wiklund, George T Lumpkin, & Michael 
Frese, 2009). The research of Gonzalez et al. on the other hand, showed a strong relationship between 
entrepreneurial orientation and market orientation. In addition, it was evident that both had a strong 
relationship with performance; while their simultaneous effects on performance were modified and reduced 
(González-Benito, González-Benito, & Muñoz-Gallego, 2009). Idar and Mahmood examined the mediator 
role of market orientation in the relationship between entrepreneurial orientation and performance in small 
and medium businesses in Malaysia. The findings of this study demonstrated that there was a significant 
relationship between entrepreneurial orientation and performance in which market orientation plays a 
significant mediator role (Idar, Yusoff, & Mahmood, 2012). In Jyoti and Sharma’s research, results of 
structural equation modelling disclosed a significant relationship between market orientation and business 
performance. Through assessing the employee and customer satisfaction, market orientation was found to 
indirectly affect the business performance (Jyoti & Sharma, 2012). The effect of entrepreneurial marketing 
on the innovative performance of small businesses was examined by Hacioglu et al. in Turkey. Leadership, 
creativity, innovation, customer increase, and leverage of resources were shown to have positive effects on 
innovative performance (Hacioglu, Eren, Eren, & Celikkan, 2012). In a research by Thomas et al., the 
dimensions of entrepreneurial marketing including innovation orientation, market orientation, and customer 
orientation were examined. Their research showed how entrepreneurial marketing benefits from the superior 
knowledge of customer preferences, market intelligence, and product knowledge to deliver value to the 
customer by singling out the brand name among other companies (Thomas, Painbéni, & Barton, 2013). 
 
Accordingly, entrepreneurial marketing could be considered as one of the best ways to create a sustainable 
market advantage by which the new needs and demands of customers will be efficiently identified and met. 
Therefore, entrepreneurial assessment of marketing and how entrepreneurs can understand the role and 
importance of marketing in future success are of great importance. Reviewing the research and models 
presented in previous studies in management, marketing, and entrepreneurship, showed the lack of new 
"entrepreneurial marketing" knowledge in the field of sport, particularly in sports management. This led to the 
development of new sport-related models for sport club managers based on previous models used in other 
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disciplines. To our knowledge, no study has been carried out in the field of sport examining the relationship 
between the nature and orientation of the entrepreneurial market, the club nature, and its relationship to 
between entrepreneurial marketing and performance. Also, the analysis of the dimensions of entrepreneurial 
marketing in the clubs is crucial since it could facilitate obtaining more information on this concept. Therefore, 
the main question here was whether we could test the structural model of the performance of sport club 
managers based on entrepreneurial marketing. 
 
 
Figure 1. The conceptual model of study 
 
METHODOLOGY 
 
This descriptive-correlation study was based on the Structural Equation Modelling (SEM). The statistical 
population of the study was comprised of all managers of sports clubs in Tehran in 2015 which included 
1,280 clubs. Since the present research is a cause-related study (structural equations), according to SEM 
methodology, observations from 5 to 15 could be considered for each measured variable. 
 
5q - n - 15q 
 
In the above formula, q is the number of variables observed or the number of questionnaire items and n is 
sample size (Hooman, 2005). Given that the research questionnaires consisted of 120 items, the sample size 
of this study could be at least 600 reaching to a maximum of 1800. Accordingly, a total of 700 individuals 
were considered as our statistical sample using cluster sampling by referring to the Sports and Youth 
Department in Tehran. The questionnaires were then distributed randomly. Given the probability of discarding 
the questionnaires or the lack of proper responses, 700 questionnaires were distributed. Finally, 639 
questionnaires were returned among which 620 were found usable. The questionnaires used to collect data 
are presented in Table (1). The statistical method used in the study was Partial Least Squares (PLS) model 
accomplished in two steps. In the first step, the model was investigated for validity and reliability and 
Entrepreneurial 
marketing 
Club performance 
Entrepreneurship 
orientation 
Club nature 
Market 
orientation 
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confirmatory factor analysis was done. In the second step, the structural model was examined by calculating 
the path coefficient between variables and determining the fitting indices of the model (Hulland, 1999). 
 
Table 1. Questionnaires used in the research and its resources and dimension. 
Questionnaire Resource Dimensions Items 
entrepreneurial marketing Becherer et al. (Becherer et al., 2008) 7 27 
Market orientation 
Moghimi and Ramezan (Moghimi & 
Ramezan, 2011) 
11 36 
Entrepreneurship orientation Mohammadi (Mohammadi, 2011) 4 27 
Company nature Kilenthong et al. (Kilenthong et al., 2010) - 4 
Organization performance Fazel (Fazel, 2011) 4 31 
 
Two types of logical and constructive validities were considered in order to determine the validity of the 
questionnaires. In this regard, content validity, face validity, and structural validity (factor analysis) were 
examined. All the mentioned tests were performed using Smart PLS software (Smart PlS 3). According to 
Fornell and Larker (1981), two criteria are used for factor analysis. First, factor loads for observed variables 
should be greater than 0.05, and second, the reliability of all variables constituting factor should be greater 
than 0.08 (Fornell & Larker, 1981). In the same manner, factor loadings greater than 0.7 were considered as 
good validity (Hulland, 1999). 
 
Table 2. Results related to the validity and reliability of the research model in PLS software. 
Variable Cronbach’s alpha Composite reliability Variance Mean 
Entrepreneurial 
marketing 
0.81 0.86 0.60 
Club performance 0.75 0.81 0.57 
Club nature 0.92 0.97 0.62 
Market orientation 0.70 0.81 0.58 
Entrepreneurship 
orientation 
0.72 0.81 0.52 
 
To interpret the factor loading values, Fornell and Larker's (1981) attitude was used. According to the software 
output, all factor loadings of items were higher than 0.5, except for seven items. This shows that the items 
were of good validity. On the other hand, the data in Table 2 shows that the composite reliability for all 
variables was greater than 0.7 and the variance mean for all variables was greater than 0.5 except for two 
variables; which indicates relatively high convergence validity. Given the inappropriateness validity of seven 
items in the questionnaire, these items were excluded from the analysis of the final model. SPSS v 21 and 
KS test were used to examine the normality of data. Since the results of KS test showed that the data was of 
non-normal distribution, the Partial Least squares in PLS software was used to analyse the data. 
 
RESULTS 
 
To examine the fitness of the structural model, t-test was used, and the results are presented in figure (2) 
and Table (3). 
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Table 3. The values of path coefficient and t-value. 
path relationship 
path 
coefficient 
t-value significance result 
first 
Organization 
performance 
 
Market 
orientation 
0.749 2.846 0.004 confirmed 
second 
Organization 
performance 
 
Entrepreneurship 
orientation 
0.107 1.731 0.084 rejected 
third 
Organization 
performance 
 club nature 0.789 3.337 0.001 confirmed 
fourth 
Organization 
performance 
 
entrepreneurial 
marketing 
0.721 3.621 0.001 confirmed 
fifth 
entrepreneurial 
marketing 
 
Market 
orientation 
0.181 1.360 0.173 rejected 
sixth 
entrepreneurial 
marketing 
 
entrepreneurial 
orientation 
0.921 7.140 0.001 confirmed 
seventh 
entrepreneurial 
marketing 
 club nature 0.380 2.210 0.027 confirmed 
 
 
 
Figure 2. Path Analysis Model. 
 
According to the interpretive pattern in SEM, if the t-value of a path is greater than 1.96, then the hypothesis 
of that path is confirmed at 95% significance level. According to the results illustrated in table 3, it could be 
concluded that there was a positive and significant relationship between all discussed independent variables 
and organizational performance, except for the entrepreneurship orientation. There was also a positive and 
significant relationship between all the independent variables discussed with entrepreneurial marketing, 
except for market orientation. Moreover, the most important factor influencing the organization performance 
was found to be the club nature (0.789 Path coefficient). 
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 Also, the most important factor affecting the entrepreneurial marketing was entrepreneurial orientation (0.921 
Path coefficient). Furthermore, the R2 and Q2 criteria related to dependent variables were examined. R2, 
which shows how independent variables affect the dependent variable, was defined with three values of 0.19, 
0.33 and 0.67 assigned to values of weak, moderate and strong, respectively. Q2, which also shows how 
independent variables predict the dependent variable, was defined with three values of 0.02, 0.15 and 0.35 
indicating weak, moderate, and strong predictions of the dependent variable, respectively. Table 4 shows 
these values for two dependent variables of organizational performance and entrepreneurial marketing. 
 
Table 4. The values of R2 and Q2. 
variable R2 result Q2 result 
Organizational performance 0.702 strong 0.631 strong 
entrepreneurial marketing 0.591 moderate 0.376 strong 
 
According to the results, R2 and Q2 for organizational performance variable are observed to be in the strong 
range. So, it is safe to say that four variables of market orientation, entrepreneurship orientation, club nature, 
and entrepreneurial marketing had a strong effect on changing organizational performance and they were 
capable of predicting it as well. Also, the values of R2 and Q2 showed the moderate effect and strong 
prediction of market orientation, entrepreneurial orientation, and club nature regarding the entrepreneurial 
marketing. Usually, GOF criteria is used for confirmatory factor analysis and SEM in PLS. The means of R2 
of the structural model also indicates fitness of the model. The results of GOF and 𝑅2̅̅̅̅  are shown in table 5. 
 
Table 5. The results of GOF and R2̅̅ ̅. 
index 𝑅2̅̅̅̅  result GOF result 
value 0.646 strong 0.612 strong 
 
Through interpretation of 𝑅2̅̅̅̅ , it could be perceived that the value of 0.646 is in the strong effect zone; so, the 
independent variables have a strong effect on the dependent variables. Also, the 0.01, 0.25 and 0.36 values 
for the GOF index are indicated as weak, moderate and strong. Based on the value of 0.612, which is in the 
strong range, good fitness of the research model was affirmed. 
 
DISCUSSION 
 
Organizations using entrepreneurial marketing can better discover, create, evaluate, and attract 
entrepreneurial opportunities. This level of entrepreneurship enables the marketing processes of 
organizations to more effectively and efficiently create and benefit from the competitive advantages of the 
market. Considering different aspects of this concept, we assessed the relationships between the nature and 
orientation of the entrepreneurial market, the club nature, and their association with entrepreneurial marketing 
and performance. 
 
Our results showed no significant relationship between entrepreneurial marketing and market orientation 
which is consistent with the results from Khazaiepoor et al (Khazaiepool, 2013) , but not with that of Hills and 
Hultman (Hills & Hultman, 2011). Market orientation is a degree of organization perception from the needs of 
its customers and also to use this information as a tool for predicting the future and meeting customers' 
needs. Therefore, organizations will be able to provide more value to their customers (Huisman, 2012). Given 
these data, it seems that the examined organizations in the present study only provided services and products 
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they felt required and did not address the real needs of their customers. This wrong approach seems to be 
the main reason for the inconsistency of our results with the literature. 
 
We also demonstrated that there was a significant relationship between entrepreneurial marketing and 
entrepreneurial orientation. This information is in agreement with the research by Miles and Darroch (Miles 
& Darroch, 2006), and Jones and Ruli (2011). A club with an entrepreneurial approach towards marketing 
and entrepreneurial orientation, actively uses the innovation and manages the risk during marketing 
processes to build, communicate, and deliver value to the customers in ways that benefit both the 
organization and its stakeholders. The entrepreneurship is often associated with small and medium 
businesses. Therefore, a club that uses the entrepreneurial marketing process not only strengthens its 
relationships with existing customers, but also is customer-oriented and constantly looking for ways to identify 
and exploit new opportunities in order to meet hidden demands and needs. 
 
There was also a significant relationship between the club nature and the entrepreneurial marketing which is 
consistent with the researches by Bechereret al. (Becherer et al., 2008), Keh et al. (2007), Kilenthong et al. 
(2010), but not agree with that of Khazaiepool’s (Khazaiepool, 2013). Nowadays, due to the fast development 
of sports in the world, increased competition between sports clubs to attract customers, money, and 
competitive advantages, innovation for higher income generation have become vital in the sport community. 
So, this is quite necessary for the clubs to adopt entrepreneurial approaches. One of the major advantages 
associated with the concept of entrepreneurial marketing is its capacity to respond to an ever-changing 
environment; therefore, the club will actively apply innovations in order to deliver value to its customers. 
Hence, disregarding this concept of entrepreneurial marketing could be troublesome for clubs that do not 
keep up with this competitive setting. 
 
According to our data, a significant relationship was detected between market orientation and performance 
of sport club managers. This result was in agreement with the study of Baker et al. who stated that market 
orientation has a direct effect on the success of a product and therefore, business performance (Baker & 
Sinkula, 2015). In a dynamic market such as sports clubs constantly uncertain of customer return, the clubs 
need timely information, cross-functional communications, and extensive relationships with competitive 
market players in order to respond to market needs in a timely and appropriate manner for proper 
performance. Activities related to market orientation in sports clubs create a sensitivity towards market needs 
which finally results in a proactive perception of the market and its needs. 
 
Regarding the entrepreneurial orientation, no significant relationship was found between this factor and 
performance of sports club which is consistent with the research of Keh et al. (Keh et al., 2007). The top 
management leadership style was found to strongly affect the employees’ innovativeness and therefore the 
performance of the organization (Matzler, Schwarz, Deutinger, & Harms, 2008). The ability to identify unmet 
needs and enhancing the equity for the consumer, very well highlights the importance of adopting an 
entrepreneurial approach. Similarly, the need for innovative approaches towards financial resources includes 
identifying unusual resources and financing methods as well as leveraging resources creatively from other 
sources which reflects the relationship between entrepreneurship orientation and market orientation. Several 
studies have shown a positive relationship between the entrepreneurial orientation and the performance of 
organizations (Frank, Kessler, & Fink, 2010; Kraus, Rigtering, Hughes, & Hosman, 2012; Andreas Rauch, 
Johan Wiklund, G. T. Lumpkin, & Michael Frese, 2009). Studies have also demonstrated that the 
organizations actively pursuing entrepreneurial behaviours function more effectively than their rivals. 
However, the effect of entrepreneurship on the performance may not be clear and other variables could also 
be involved. For example, environmental hostility, environmental dynamism, and organizational structures 
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may play a mediating role in the relationship between entrepreneurial orientation and performance. It has 
also been discussed that it will strengthen the market orientation of non-profit organizations, as there is further 
evidence confirming this relationship (Kara, Spillan, & DeShields Jr, 2005). 
 
Our results also showed a significant relationship between entrepreneurial marketing and the performance 
of sport club manager which is consistent with the results provided by Koak and Abimbola (Kocak, 2009) and 
Pakdel et al.(M. R. Pakdel, Nayebzadeh, & DehghanDehnavi, 2011). Organizations that use entrepreneurial 
marketing can better discover, create, evaluate, and use the entrepreneurial opportunities. This level of 
entrepreneurship enables entrepreneurial marketing processes of organization to be effective and efficient 
for creating and renewing the competitive advantage. These findings show that in open and free markets, 
strategic entrepreneurial marketing processes can be strategically used to create a higher value for 
customers and owners of companies. There was also a significant relationship found between the club nature 
and the performance of sport club managers. Small companies use entrepreneurial marketing in various 
aspects compared to older companies; However, the results showed that younger companies use less 
entrepreneurial marketing and are more likely to derive value from entrepreneurial strategies in terms of the 
growth rate towards a higher organizational performance compared to older companies. Moreover, 
companies run by their founders perform better (Anderson & Eshima, 2013). 
 
CONCLUSION 
 
Entrepreneurial marketing is defined as an active identification and exploitation of opportunities to attract and 
retain profitable customers through innovative approaches towards risk management, leverage of resources, 
and value creation. As already mentioned, this factor is also of great influence on the performance of an 
organization or a business. Conceptual development of entrepreneurial marketing has evolved as a theory 
of entrepreneurial marketing, with an overview of various schools of thought. Entrepreneurial marketing is a 
time phenomenon that can create competitive advantage helping companies reaching their goals. Finally, it 
could be suggested to club managers and other researchers to develop entrepreneurial marketing through 
combining entrepreneurial thinking and market orientation. Training the human resource could also be an 
effective factor, according to some other researches. According to our findings, in open and free markets, 
strategic entrepreneurial marketing processes could be strategically used to create a higher value for 
customers and owners of the companies. Clubs should be able to satisfy customers, and this highly depends 
on how creative and market-oriented are the methods they adopt. Analysing the relationships between 
different variables of club nature, market orientation, performance and entrepreneurial marketing, it could be 
concluded that clubs, like other companies and institutions, should not only survive the competitive 
environment but also be able to surpass the current competitors. 
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